
 

Summary round table sessions  
 

Round 1 

1: A good process is most important to make sure CRO 
succeeds 

● Building a process is key to success.  
● It helps you to validate and be precise. 
● It helps to share learnings and talk to colleagues about insights. 

 
Steps to set up a good process: 

1. Find out what your company wants to achieve and translate this strategy to KPI’s 
2. Find out what you know and want to know. Do research: 

a. What are drop off points 
b. Map out your customer journey 
c. Use qualitative and quantitative data and insights 
d. Use web analytics  
e. Get to know your customer 
f. Search for many insights and try to narrow it down 

3. Store all information on a backlog, excel sheet, Airtable, meta dimensions. This is 
difficult and a lot. 

4. Create a hypotheses list 
5. Do an impact analysis 
6. Prioritize (with PO) 

(End of the session, there were more ideas to explore but we ran out of time) 
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2: Server-side testing is essential for proper A/B testing in the 
future 
Serverside testing is becoming an important part of CRO, but the moment of implementation 
depends on the type of company and the CRO maturity of the organization. There are 
several ways to set up server-side testing, organizations must decide which way works best 
for them. 
 
Serverside testing can have some drawbacks, but keeping the future in mind, it can offer 
many advantages. 
 
Disadvantages 

● For some companies, it can reduce velocity when it becomes more difficult to set up 
experiments. 

● The dependence on IT can increase, with every A/B test having to be part of the IT 
sprint. 

 
Advantages 

● The code is already finished, so a winner can be easily implemented. 
● Through server-side you respond to developments where client-side falls short. Such 

as single-page applications. 
● With server-side testing, you bypass the challenges surrounding ITP. 
● Server-side testing can prevent flickering. 
● Wanneer A/B experimenten plaatsvinden vanuit het CMS of wanneer een eigen 

testing tool het eenvoudig maakt om A/B experimenten op te zetten wordt het 
toegankelijker voor de rest van de organisatie om ook te experimenteren. 

● When A/B experiments take place from the CMS or when your own testing tool 
makes it less difficult to set up A/B experiments, it becomes more accessible for the 
rest of the organization to also experiment. 

3: We can only make a real impact if everything that goes live is 
validated 
A discussion immediately arose about the meaning of impact. Is it only impact if you can 
measure it? And what exactly is validation? Should this be done with an A/B test or can you 
also keep an eye on data if you work for a smaller company and therefore cannot test 
everything? And how do you deal with effects over time? How validated is that really? 
 
We all agree that measuring something is better than not measuring at all. And if you have 
validated something, make sure it goes live, because you will only make a measurable 
impact if everything that has been validated goes live! 
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4: Usability testing is given too much value within CRO 
Usability testing must be combined with other data sources. Too much value is often 
attached to a small sample that also rationalizes what they are saying. So use it as input for 
the rest of your CRO program, but then validate with larger sample sizes.  

5: The basics of AI are easy to set up 
AI has developed a lot in recent years and enough tools are being provided to implement AI 
within an organization, despite that organizations are not risking it because they expect it to 
be difficult to set up and a big investment. According to the participants and Bernardo, 
applying AI in an organization is not as difficult as many managers think. Bernardo gives a 
number of tips to watch out for before setting up AI: 

● Execute pilot projects to gain momentum 
● Build an in-house AI team 
● Provide broad AI training 
● Develop an AI strategy 
● Develop internal and external communications 

 

Round 2 

1: Which pitfalls must be prevented in order to set up a 
successful "Culture of Experimentation"? 
Pitfalls: 

● What you do/did is comfortable 
● Uncertainty for the unknown 
● Afraid of failure 
● That which you did before suddenly does not seem valuable anymore and you are 

also reminded of that. 
● Lack of humility 
● Lack of patience and confidence 
● There are expectations about the successes 
● It can be frightening 
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How can you create a culture of experimentation? 

● By showing that it is okay to fail. For example, fail board, hand out a fail cake, give a 
fail party. 

● Give each other feedback. 
● Focus on, for example, ten small things instead of just large projects 
● Create capacity for testing 
● Give priority to testing 
● Giving team members a sense of autonomy and accountability, so they themselves 

want to keep track of the status of the experimentation program 
● Celebrate successes 
● Show examples of previous losers who can also become winners. 

2: The number of tests per year is an important indicator of 
success 
This topic was discussed with a small group. Whether the number of tests is an important 
indicator depends on the situation of the organization. The number of tests is in any case not 
the only indicator of success. For example, the winning percentage can also be an important 
indicator, so are discovering and solving (us)ability problems on the website, even without 
A/B experiments. 

3: The direct added value of CRO is very difficult to prove 
True, managers often ask for a KPI on conversion rate, but we have little influence on that. A 
big marketing campaign and your CR is dropping rapidly. So you should look at other KPIs 
such as the number of tests, learnings or the winning percentage. Above all, go and shine 
with your A/B test results throughout the organization so that you get approval/trust as 
quickly as possible. Then do fun things. In addition, the CRO team can easily show the ROI 
of their work, other teams such as marketing and development simply put things live. 

4: Personalization is the future and delivers more value than 
optimization for all visitors 
A large group was present, all interested in personalization. There were four people present 
who were already working on personalization. They had a lot to share about their experience 
with personalization. The result was that if you apply personalization properly, so the right 
content, at the right time for the right person, then personalization adds more value than 
optimization for everyone. If you have optimization in order, then the next step is to start 
personalizing. This requires that you have your data and measurements in order. Although it 
costs a lot to start personalizing (multi-year plan), it will ensure that you add more value. You 
will have to make sure that all your data, back-end, etc. is in order. 
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5: AI and personalization will replace CRO 
In general, the participants did not agree with this statement. The participants expect the 
opposite. AI and personalization will not replace CRO but they will instead complement each 
other. AI and personalization is an optimization on CRO as we know it today. An active 
participant then had a good comment: "It is perhaps not CRO that is threatened, but the 
specialists who work in the field." Are people in the role of data analyst still needed in the 
long term? The response was that it is unlikely to be a consequence, but that functions/roles 
in the field will be given a different job title. 

 

Round 3 

1: How do you make sure learnings are shared and used in the 
organization? 

Use and share: 

● Infographics 
● Powerpoints 
● Big screen with results 
● Different types of information for different people 
● Platforms where you can share and see other experiences/wins/failures 
● Slack to set up a poll and trigger them to go to the platform with results 
● Workshops on why you want to experiment  

Important to keep in mind why you want people to learn from you. 

Create KPIs to have the same goals for example for commercial and development teams. 
Same focus, which creates shared interests. 
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2: App testing is necessary to win on mobile 
The statement was discussed with a small group. It immediately became apparent that app 
testing solutions are still a major challenge. For an organization that has an app, app testing 
is advisable and important. However, there is still no (good) way to achieve this. For the time 
being, validation through data and user testing seems to be the most important way to 
optimize apps. 
 
Learnings from the mobile web can be transferred to the app, but there is a big risk here. 
The app is structured differently and can have a different target group with different 
motivations and goals. Learnings from the mobile web that are implemented on the app must 
be validated in a different way. 
 
For the time being app testing is a big goal, but still a search for how to achieve this. 

3: You can better optimize for all devices than for desktop or 
mobile 
Mostly agree. It really depends on the context of the users. The main tasks differ per device. 
So often you see that the behavior on mobile is very different from desktop and tablet. So 
start for both, but learn from the differences and implement these differences as well. 
Tablets are mostly neglected in optimizing and are often shown as a desktop. That is not a 
problem because tablets are hardly used anyway. 
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4: We must contribute much more to ethics in the CRO field 
It started with an example where a company had not won a certain award but had bought it. 
The fact that it existed already generated a lot of noise, we agreed on this fairly quickly. This 
should not be possible. When is something ethically justified? Is it justified to make it easier 
for people to take out loans? Is the CRO team responsible for that? OR is the company that 
offers a loan initially responsible for finding out whether a person can handle it when 
concluding a loan? What if the CRO team ensures that more loans are taken out, but what if 
in reality only a small part of the people actually get a loan? 
 
Which followed was a very interesting discussion about personal discrimination. What do we 
think of a company making decisions based on personal data about the choices we offer 
(online)? So what if we have someone we classify as rich pay an extra 200 euros for a 
product? The person is very unlikely to suffer and the company will certainly not suffer. So is 
this ethical? And what if we have someone we classify as poor, pay a discount of 200 euros 
for the same product. Very good for the person in question, but for the company? 
 
A test to find out if you are working ethically is by asking the following question: What if the 
front page of tomorrow’s paper reads; “poor people get 200,- off on a bicycle and rich people 
have to pay 200,- more"? Hopefully, your ethical compass will speak for itself. 
 
The discussion ended with, we are not doing enough about ethics and we should be doing 
much more. In fact, we must keep each other sharp and more often consider ethics. Step 
back, pause and ask the question: what do we really think about this? 

 

 
 
 


